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i Letter from the Editor 


Showing strength 


in depth 


ere we are in mid-July with half the 
H= behind us - or half the year ahead 

of us, depending on how you view it. 
Like many of our readers, we are feeling slightly 
exhausted from the nature of the political cli- 
mate. The word tariff is being thrown around so 
generously; it forces everyone to tread carefully 
when it comes to discussing what the economy 
has in store. We have yet to see how these newly 
imposed tariffs and the uncertainty of NAFTA 
in North America will affect the way people 
spend, where they spend and, of course, why 
they spend. 

Nevertheless, our team has been diligently 
working on this year’s robust digital Spirits & 
‘Tobacco issue. Much like the uncertainty that looms over global trade agreements, the 
duty free industry is quickly learning the importance of staying ahead of consumer 
trends, technology and regulations, especially in the spirits and tobacco category. 

We speak to Erik Juul-Mortensen, President, TFWA about the strength in the spirits 
category, as it maintains a stronghold as the second biggest in the duty free industry and 
continues to optimize potential growth, despite the dark cloud of regulatory battles that 
hovers above. He highlights the different challenges the industry is facing from pricing, 
labeling, to carry-on restrictions, and how TEWA continues to work with Duty Free 
World Council and other associations to overcome these obstacles. 

‘The digital Spirits and Tobacco issue also delves into understanding not only who is 
buying in these categories, but why. While North American and Australian travelers are 
looking for unique and niche products, developing markets such as India and China are 
seeking premium products, fueled by the emergence of the middle class. South African 
wine is making a global splash amongst travelers as it continues to claim shelf space. 

We also look at the explosion of craft brands in every category. Whether it's vodkas, 
whiskeys or wines, it seems everyone is trying to ride the craft wave. The definition of 
craft is becoming a bit murky, which leads us to ask industry experts for their input on 
the subject. 

Spirits are not the only players in the craft marketing business. Swiss cigar brand 
Oettinger Davidoff Group is also manifesting in this craft experience by enforcing a 
strong “crop-to-shop” philosophy. 

Whether you look at the year as half passed, or look forward to the year ahead, I 
encourage you to sit back with a glass of bubbly and enjoy this revelatory issue. 














Best Regards, 


Associate Editor 
www:dutyfreemagazine.ca 
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Past, pr future 

The Spirits category holds a strong 
second place in the duty free industry 
and continues to offer an enormous 
growth opportunity, despite ongoing 
and emerging regulatory battles 





13 Craft Movement 

The craft movement 

More often we are seeing the words 
“craft” or “artisanal” on labels. Whether 
the spirit is new to the market or a more 
familiar one, brands are seeing the value 
in pushing the craft agenda in duty free 
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JTI takes solid stance 

on WHO Protocol 

Japan Tobacco International puts forward 
its view of the World Health Organiza- 
ns FCTC Protocol to Eliminate the 

Mlicit Trade in Tobacco Products, 

which has now been ratified 
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Whitley Neill thrives in ginaissance 
Spirits owner Halewood International's 
Whitley Neill gin brand is a young but 
ambitious contender in the current 

gin boom 
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The Macallan, a whisky well known 
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new distillery and visitors’ center in 
the hills overlooking the River Spey 


34 South Africa Wine Report 
Uncorking South African wine 
The world is taking note of the high 
quality wine pouring out of South Africa. 
Recognition from the International 

Wine & Spirit Competition and partner- 
ships with the world's top 10 airlines 
have helped legitimize the diversity, 
quality and demand 





I Spirits overview 


By far the majority of duty free wine and 
spirits purchasers fallin the 25-45 age 
range, explore and decide before ever 
entering the airport, and are receptive 
to exploring new items in-store 
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The Spirits category holds a strong 
second place in the duty free industry 
and continues to offer an enormous 
growth opportunity, despite ongoing 

and emerging regulatory battles 


possibly overused business adage refers to the Queen of 
Through the Looking Glass: “.. it takes all 
the running you can do, to keep in the same place. If you 
want to get somewhere else, you must run at least twice as fast 

as that!” 






Hearts’ race 





‘The global retail environment has changed drastically in 
recent years, and certainly those in the duty free industry must 
learn to run very fast indeed to stay ahead of consumer trends, 
technology and regulations. Nowhere is that truer than in the 
Spirits category. 

“Wine and spirits is, and will remain, an essential and crucial 
part of the duty free and travel retail mix, given its relevance toa 
wide range of customers from a broad demographic spectrum.” 
says Erik Juul-Mortensen, President, TFWA. “The potential for 
growth in the market should not be underestimated,” According 
to Juul-Mortensen, preliminary figures from research carried out 
by Generation show wine and spirits sales in duty free and travel 
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retail increased by an impressive +9.2% year-on-year to USSIL4 


billion in 2017. The region with the largest growth was Asia 
Pacific, with sales up +12.9% to USS3.9 billion. 


Acohesive stance 
Despite this growth, however, for the category and channel as a 
whole, regulation continues to be a thorn that can't be dislodged. 
“The sector is certainly facing scrutiny in duty free and travel 
retail, as it is in the domestic market,” says Juul-Mortensen. “The 
challenges are widespread both geographically and in nature, 
ranging from pricing and labeling issues to import restrictions to 
carry-on luggage issues and many more. We as an industry need 
to demonstrate to governments and regulators around the world 
that we are a responsible business operating in a highly regulated 
market. We also need to underscore that our market is very 
specific with its own requirements, which means that we cannot 
simply be put in the same bag as the domestic market” 

To aid in this comprehensive task, TFWA works closely with 
the Duty Free World Council (DFWC) and the other lead- 
ing regional and national associations on a range of measures, 
including the Self-Regulatory Code of Conduct for the Sale of 
Alcohol Products in Duty Free and Travel Retail. “This will help 
us to respond to some of these industry challenges as well as 
demonstrate that we are responsible suppliers and retailers, and 
are willing to abide by any reasonable rules regarding the sale of 
alcohol” says Juul-Mortensen. 

Frank O'Connell, President DFWC, agrees. “There has been 
a growing tendency at global level towards more regulation of 
the alcohol industry regarding taxation, marketing, advertising, 
promotion and labeling with the view for governments to combat 
alcohol-related harm.” O'Connell mentions the industry's work 
regarding the Public Health (Alcohol) Bill currently in discussion 
at the Irish Parliament's Health Committee, proposing rules on 
minimum pricing, advertising and health hazard labelling. He 
suggests most international brands will pull out of Irish airports 
altogether if forced to comply. 

As with TEWA, DFWC works together with suppliers to 
‘exchange intelligence and with regional associations to coun- 
ter negatively impactful regulations. “In 2016, DFWC and its 
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‘travel retail channel 





regional associations successfully engaged to counter new food 
import regulations drafted by the Indian government that would 
have significantly impacted on the ability of global food and 
beverage suppliers to access the Indian duty free and travel retail 
market,” says O'Connell. 


Consumer insight 

Having conducted over 100 studies specific to the spirits category 
over the past 10 years, Peter Mohn, CEO of mind-set, sees a 
changing landscape: “In the past, almost all decisions were made 
inside the shop, whereas nowadays significantly more shoppers 
inform themselves and decide before entering the physical retail 
environment,” he says. 

‘The duty free spirits shopper is clearly in an age range that 
tends to be comfortable with the internet, according to Mohn, 
and in line with the duty free buyer overall. A full 86% lie in the 
range of 25-45 years old. Their internet aptitude is reflected in 
their habits. “Spirits buyers are much more likely than duty free 
buyers overall to research/notice information on the shop's web- 
site/app (49%), while booking the trip (46%) and on billboards 
at the airport (43%)." he says. Spirits shoppers are also especially 
likely to use their electronic devices at the airport. Of the 72% 
who do so, 65% check flight information and 58% to check 
brands/products in the duty free stores. 

Mohn emphasizes the importance of getting to shoppers 
before they enter the shop. “One very clear difference in spirits 
duty free buyers as opposed to buyers in other categories is that 
they are far more likely to plan their purchase in advance,’ he 
says. “Of those who visited the Spirits section of the duty free 
shop, 76% planned their visit in advance, significantly higher 
than duty free visitors overall, at 47%.” And Spirits buyers are 
far more likely to notice touch points before shopping, at 72% vs 
34% for duty free buyers overall, with noticing of online touch- 
points reaching 97%. 


Prices and promotions 

Compared to duty free consumers overall, spirits buyers are 
much more likely to compare prices (79% vs 57%), despite the 
fact that they have more disposable income than the average duty 
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free consumer. “They tend to travel business class more, at 38% 
vs 25% for duty free buyers overall, with 17% traveling first class, 
compared to 5%. 

Spirits buyers not only have more disposable income, they 
purchase items associated with a higher standard of living. 
“Whisky is the most purchased sub-category, bought by 46% 
of Spirits buyers, and the one representing the highest share of 
wallet, at 26%," says Mohn. “Second is Cognac, purchased by 31% 
of Spirits consumers and with a wallet share of 17%, and third is 
Armagnac & Brandy, purchased by 28% of Spirits buyers, with 
15% of wallet share.” 


@76 


Plan the visit in 
advance 


Key 
Facts 
about TR 
Spirits 
Buyers 


Source: mind set's Buuness inteligence Service 


a 90% 





WY 46% rise 
YW 31% Cognac 


Armagnac 


cs 28% & Brandy 


@ $116 


‘PURPOSE OF PURCHASE 
| 46% Self-consumption 


35% Gitting 
ss 


Opportunities to increase sales 

Value is a main driver for Spirits purchasers, whether that value 
comes from price or promotion. In fact the top two spirits 
purchase drivers are good value for money and clear price 
advantage. Spirits purchasers are far more likely to purchase on 
promotion (76% vs 49%). 

Spirits buyers are hungry for unique duty free items, purchas- 
ing at 82% vs 49% of general duty free shoppers, and are also 
more likely to buy a specific item for the first time. “These results 
further highlight not only the importance of price perception but 
also the fact that promotions, pricing and the exclusivity of duty 
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(2) 76% Purchase on promotion 
q 80% interacted with sales staff 
re 


75% Influenced by sales staff 


Source: mind-set’s Business Intelligence Service 
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free need particular attention,” says Mohn. “To make a difference 
and appeal to increasingly discerning global shoppers, it is essen- 
tial to provide appealing and interactive way to communicate 
value for money and uniqueness of products in duty free shops.” 
Foc rits bur 

‘The spirits buyer offers a world of opportunity for the retailer. 


is on the S; 





‘These are people who plan in advance, are especially open to new 
items and are also open to being influenced by staff. “Four out 
of every five Spirits shoppers interacted with the sales staff, and 
of these, 75% bought a product because of that interaction, with 
12% saying they wouldn't have purchased anything without the 
advice," says Mohn. 

Erik Juul-Mortensen suggests similar direction, and then 
some. “Travelers are becoming more demanding and adventur- 
ous in their purchasing habits, so new product innovation and 





retail exclusives are becoming increasingly important for alcohol 
products to stand out in a busy market,” he says. “Established 
spirits brands are also using branding, point of sale and labeling 
to share stories and highlight their heritage to build consumer 





loyalty. Retailers need to seriously consider the needs of millen- 
nial shoppers, who are concerned about provenance of ingredi- 
ents and are looking for craft and authenticity.” 








Juul-Mortensen believes that while luxury is still important, in 
the past that particular price point has earned too much atten- 
tion. “I believe it is crucial to ensure the mix available is always 
relevant to the profile of the traveling customer at the airport, 
cruise line or wherever we are selling duty free and travel retail 
‘The cruise market has shown considerable potential, with many 
first-time travelers looking for something interesting and new, so 
clearly this could be an area of focus” 

As with Mohn, Juul-Mortensen mentions the importance of 
the internet. “What many didn't expect was that e-commerce 
would be such a fertile market for alcohol sales,” he says. “We 
need to make sure that as an industry we take full advantage of 
the possibilities which digital technology is offering to engage 
customers fully and early on in their journey and to make pur- 
chase easier” © 
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The 


movement 


More often we are seeing the words “craft” or 
“artisanal” on labels. Whether the spirit is new to 
the market or a more familiar one, brands are seeing 
the value in pushing the craft agenda in duty free 


By JAS RYAT 


nternational travelers 

are certainly becom- 

ing more and more 
interested in craft products 
~ which goes hand-in-hand 
with the global mega-trend 
of consumers wanting to 
experience different, unique 
and local products 

The craft category is still 
relatively small in terms 
of sales, but the inter- 
est and desire is growing 
significantly, and will be 
even more important in 
the spirits category in the 
future. This is especially the 
case for the younger millen- 
nials, where we see a strong 
desire for craft and artisanal 
spirits. But it doesn't stop 
there. Another group - 
referred to as the Midorexic, 
a tongue-in-cheek label 
for the middle-aged and 
older consumer who have 
younger purchasing habits 
than their demographic - is 
swooping in on this movement. Is this interest in craft spirits 
here to stay in duty free, or will it be a passing trend in an already 
saturated category? 

It’s important to note what falls under the craft umbrella to 
really understand the drive behind its growth. Craft spirits are 
usually described as liquor produced or distilled in small batches, 
made with local, natural ingredients and promoted by a lengthy 
family history or handmade, artisanal backstory. 

‘The craft movement has opened the door for craft spirits in 
global travel retail, and retailers are becoming more aware of the 
increased demand from consumers. The question is; how quickly 
can operators adapt to the changing trends to fully capitalize on it? 





Knob Creek Kentucky Straight Bourbon Whiskey 
fits into the craft movement with ease. The 
bourbon is aged in charred white oak barrels 
and the label s clearly marked small batch 
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‘The craft industry is certainly 
big in North America. The US, in 
particular, is one country where 
craft spirits have established real 
growth. Roughly 10 years ago, 
there were only 150 craft distillers 
in America. Now, the number has 
jumped to over 1,300, proving that consumers are asking 
for new products. The global craft spirits market size was 
valued at US$6.13 billion in 2016 and is expected to witness a 
growth at a CAGR of 33.4% from 2017 to 2025, according to 
Grand View Research. 





Beam Suntory has a long history of craft spirits. The firm owns 
Maker's Mark bourbon, which is still 100% handmade, the labels, 
are still hand printed on an old printing press, and each bottle is 
hand-dipped to give consumers a one-of-a-kind bottle. Carole 
Soulard, Americas Customer Marketing Manager, Beam Suntory, 
says: “Knob Creek Kentucky Straight Bourbon Whiskey is still 
made to exacting standards. Knob Creek is aged to fully draw 
out the natural sugars in its charred white oak barrels. We chose 
to age it to taste in order to ensure a consistency in the quality of 
the product.” 

Soulard believes the thirst for craft products is based clearly 
on consumer demand. Consumers are returning to the values 
and heritage of these quality houses that have put so much care 
and skill into their product, from the ingredients to the process. 

Of course, the growing popularity of this craft movement has. 
garnered the attention of the larger players in global travel retail. 
Whether it’s quietly purchasing the next potential craft success 
story or experimenting with existing brands they already own, 
the big brands are inherently investing in craft. William Grant & 
Sons recently launched the Glenfiddich Experimental Series in 
travel retail after trial and success in the domestic market. 

‘The Glenfiddich IPA Experiment and Project XX are both 
examples of larger brands experimenting with flavors, small 
batch production and collaboration with local brewers to inno- 
vate and create stand-out craft appeal. 

Glenfiddich Malt Master Brian Kinsman explains: “The idea 


behind the Glenfiddich IPA Experiment was quite unusual 
but one we were passionate about ~ we wanted to really play 

with the flavors to see what we could create. Glenfiddichis first 
whisky finished in IPA craft beer casks is testament to us chal- 
lenging ourselves to produce something vibrant and unusual.” 





Although craft spirits only represent a small portion of travel 
retail sales, it is an important component in the shopping 
experience. Tania Lee, Vice President Sales at Blue Water 

Bridge Duty Free, recently renovated her Sarnia store to enlarge 
the beer and spirits area. “I partnered with Labatt to create a 
Budweiser boutique in my store, so basically a store-within- 
a-store concept. I have seen large growth in craft beers over the 
years, which seems to have now reached a plateau. My customers 
will come in to buy mass brands and supplement their purchases 
with a six-pack or more of craft beers” 

Lee continues: “The consensus seems to be that there is a 
consistency in quality from the mass brands which you may not 
necessarily see in craft beers. Craft beer brands are especially 
good for the US millennial consumer who will buy for the quirky 
names and to try something new, for example Barking Squirrel 
and Twice as Mad Tom" 

Lee stresses that while it is important to offer craft options, 
since they represent a small percentage of sales, she doesn't set 
aside separate space for craft items, rather integrates the range 
into existing product. 





Millennials are a group that has captured travel retailers’ atten- 
tion in the last couple of years, and rightfully so. Millennials 
represent a major demographic for consumers of quality and 
unique alcohol. 





Glenfiddich Experimental Series experimented 
with local brewers and new flavors, resulting 
in great domestic and duty free success 


China had an approxi- 
mate millennial population 
of 415 million in 2015, which 
was higher than the entire 
workforce found in the US or 
Europe at that point. The aver- 
age annual income of Chinese 
millennials is predicted to 
reach US$13,000 in 2024, 
from US$5,900 in 2010, accord- 
ing to Grand View Research, 
This demographic group finds 
value in spending on leisure activities like visiting pubs and 
drinking good quality alcohol, which will invariably continue the 
craft growth. 

But we must not forget the over-50 group that still has strong 
purchasing power. This so-called Midorexia group is disrupting 
the previous narrative and demands for their demographic. They 
feel younger, want to be healthier and are more in tune with 
current trends. Their transient needs can sometimes run parallel 
to those of their millennial offspring. They, too, are reaching for 
organic, niche and local alcohol products to add to existing col- 
lections, gift or share among friends. 

Beam Suntory’s Soulard points out: “I believe this trend is not 
only a millennial one, it is rather a request from the consumer to 
get a higher quality product” 

Brands are listening to the market and adapting quickly. It 
seems consumers are looking for quality regardless of what 
demographic they fall into. Adding the craft or artisanal label 
conveys the message of quality in a more valuable way. And 
quality is always on trend. © 
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i Japan Tobacco International 


JTI takes solid stance 
on WHO Protocol 


Japan Tobacco International 
puts forward its view of the 
World Health Organization’s 
FCTC Protocol to Eliminate 
the Illicit Trade in Tobacco 
Products, which has 
now been ratified 
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By HIBAH NOOR 


surprisingly, duty free tobacco 
products supplier Japan Tobacco 
International (JT1) has firm 


views on the World Health Organization's 
FCTC Protocol to Eliminate the Illicit 
Trade in Tobacco Products (the Protocol), 
which will now come into force Septem- 
ber 2018 as the requirement for 40 ratify- 
ing countries has been met. 

Asa result, the first meeting of the Par- 
ties to the Protocol (MOPI) will take place 
this October in Geneva. 








At this meeting, the Parties will 
discuss the next steps in implementing 
the measures set out in the Protocol. The 
duty free industry and tobacco companies 
broadly support the Protocol's objective of 
eliminating illicit trade and believing that 
the Protocol has the potential to provide a 
global response to a global problem. 
However, the Protocol also mandates 
for research to be carried out within five 
years into “the extent to which” duty free 
contributes to illicit trade in tobacco 





products, According to a press statement 
issued by the Duty Free World Coun- 

cil (DFWC) on July 11, 2018, the World 
Health Organization's starting assumption 
therefore is that duty free is a source of 
illicit trade. 

‘The DEWC has been leading a global 
campaign together with the other regional 
associations to communicate to govern- 
ments of parties to the Protocol that the 
industry vigorously rejects any claims that 
duty free tobacco sales contribute to 
illicit trade. 

Frank O'Connell, President of the 
Duty Free World Council, stated in the 
press release: “We refute completely any 
allegations that the duty free industry 
is complicit in illicit trade. There is no 
justification in penalizing legitimate law 
abiding retailers, brands, airports and 
the maritime trade under the pretext of 
illicit trade.” 

He added that the duty free industry 
also maintains that any research should 
not take place until all the measures of 
the Protocol have been put in place, that 
all signatory countries are aligned on the 
methodology of the study and that it must 
be carried out ina fair and objective man- 
ner with full industry and anti-illicit trade 
expert participation. 

“Duty free tobacco sales are frequently 
confused with other trade channels. Duty 
free is not ‘duty not paid’ sales, ‘cross-bor- 
der trade’ or ‘free zone’ sales. Duty free is 
a highly regulated retail environment that 
takes place at airports, ports, inflight and 
onboard ferries and at land border shops, 
overseen by national customs authorities.” 
he said. 

O'Connell's words in this press state- 
ment are echoed by JT's Worldwide Duty 
Free Corporate Affairs and Communi- 
cations Director Gemma Bateson, who 
spoke to Asia, Americas, & Gulf-Africa 
Duty Free & Travel Retailing Magazine 
before the Protocol was ratified by the 
40 states. “As a member of almost every 
duty free industry association, we actively 
advise our partners on the potential nega- 
tive impact article 13 of the World Health 
Organization's FCTC Protocol could have, 
not only on tobacco but also on the wider 
duty free industry.” 

Asked about what action JTI is taking 
to help raise awareness of article 13 of the 
Protocol when it may propose misguided 
and disproportionate measures to limit 


legal duty free tobacco sales to inter- 
national travelers, Bateson continued: 
“The duty free channel is secure, highly 
controlled and transparent, so of course 
we will defend our business against any 
threat that seeks to ban or unnecessar- 

ily restrict duty free sales of tobacco. JTI 
supports the Protocol; however, it should 
not be seen as the ultimate and only solu- 
tion to fight against illegal trade; it cannot 
solve the huge impact of this criminal 
activity on its own. 

“The duty free channel should not be 
confused with other channels. Duty free 
is not ‘cross border trade, itis not ‘non 
duty paid; and it is not ‘free zone sales. 
‘The duty free industry and legitimate 
manufacturers can help to identify non- 
legitimate illicit white product circulating 
with ‘For Duty Free Sales Only’ markings 
~ which cause reputational damage to 
the legal duty free channel and manu- 
facturers. Banning duty free sales will 
not resolve the complex issue of illegal 
tobacco produced by organized criminal 
gangs and would not prevent them from 
using misleading markings on 
their products.” 

In addition, Bateson believes that 
the study requested in article 13 should 
not take place ahead of the implementa- 
tion of other measures within the Proto- 
col, particularly on ‘track & trace’ - to do 
so would be premature, as it would not 
allow adequate time for these measures 
to take effect. 


“Most importantly, the research should 
be based on evidence, transparent, inclu- 
sive of law enforcement and duty free 
industry expertise, unbiased and global. 
Properly completing such a study will be 
complex (in order to be truly ‘evidence 
based’) and costly. Therefore, it is essential 
that it is conducted once, and only follow- 
ing the implementation of other aspects of 
the Protocol ~ not prematurely conducted 
in the absence of critical, relevant evi- 
dence,” she said. 

Bateson is clear about JT's continued 
position on this issue: “We will relent- 
lessly continue investing in the fight 
against all forms of illegal trade, to protect 
our products and our brands. We also call 
upon all those working in the duty free 
industry - all channels, all brands, and 
all retailers ~ to raise their voices in order 
to safeguard the duty free channel. Duty 
free revenues are a key source of income 
to airports, ferries and airlines, notably. 
Any unnecessary attack on this legitimate 
channel will impact all that operate 
within it” 

Bateson noted that the duty free supply 
chain is heavily controlled by Customs 
from the moment product leaves a 
manufacturer's facility to the time it is 
bought and consumed. “Both tobacco 
manufacturers and duty free retailers have 
rigorous security controls and supply 
chain procedures in place to ensure that 
legitimate products are not diverted from 
the legal supply chain,” she concluded. @ 
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I La Martiniquaise 


La Martiniquaise to focus on travel retail 


Independent French spirits group, 
La Martiniquaise plans to introduce travel 
retail exclusives over the next year 
By REBECCA BYRNE 


ne of the top ten spirits com- 
panies globally, the La Marti- 
niquaise Group has had great 


success in the domestic market. On the 
travel retail side, it has a strong presence 
in travel retail in Europe through Aelia 
Duty Free. In Asia, it is available in air- 
ports and border shops in Malaysia where 
its renowned Label 5 whisky brand is a 
best seller in Kuala Lumpur airport, sup- 
ported by tastings, activities and displays. 
‘This brand is also popular in the Middle 
East where it is listed in some airports. 

Nadége Perrot, International Senior 
Brand Manager La Martiniquaise, 
comments that the marketing strategy 
for Label 5 has changed to focus more 
on a younger target, with an audience 
predominately 25 to 35 year olds. “We 
now promote the power of 5." she says. 
“We want to celebrate group power and 
diversity by focusing on the core value 
of the brand which is group power and 
conviviality” 
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LABEL Sis launching a bold new 
activation this summer, bringing together 
five leading street artists from key cities 
around the globe, to create a series of 
unique urban graffiti themed around the 
number 5. The 2018 ‘Power of 5’ street art 
world tour brings to life the LABEL 5 key 
values of openness, energy and diversity, 
and will be unveiled internationally across 
the brand's digital platforms and during 
several local events and urban workshops. 

Other brands listed in European travel, 
retail include Poliakov vodka and St James 
rum. Perrot points out that unlike 95% 
of rums, which are made from molasses, 
Saint James Agricole Rum is made from 
fresh sugar can juice, giving it an aromatic 
quality. Label 5 and Porto Cruz, the 
world’s number one port, are also found 
in Air France duty free. 

Perrot admits that travel retail is still 
a small part of La Martiniquaise’s overall 
business, but it is looking to build on this 
presence by launching travel retail exclu- 
sives over the next year. This will start in 











Europe where it has regional subsidiaries 
but then extend to the Middle East and 
Asia, Perrot is convinced that the brands 
have potential. 
brands such as Label 5 and Porto Cru: 
The challenge for La Martiniquaise 
according to Perrot is to boost notoriety 
of the group's brands in the travel retail 
channel 
famous, our Poliakov vodka is the leading 
brand in the country with more than 35 
market share. However, internationally 
we need to work on our promotional 
activity to demonstrate our credibil- 
ity” The strength of the group is that it 
controls everything from production to 
the bottling of most of its brands. In 2017 
the turnover reached one billion Euros 
for the first time and the company is get- 
ting more internationally each year with 
a third of its business outside of France. 
Furthermore its range of spirit categories 
is impressive making it a one stop shop. 
Perrot believes there are many oppor- 
tunities for La Martiniquaise brands in 
travel retail. With the company’s domi- 
nant brands, experience and distribution 
networks, she believes it is able to provide 
high quality yet accessible products 
targeted at the ever increasing number of 
middle class travellers. 


Exclusives will focus on 











“In France our brands are very 
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Whitley 


Neill gin brand is a young but ambitious 


contender in the current gin boom 
By JAS RYAT 


learly, gin is having its moment in 
the spotlight. The term ‘ginais- 
sance, used among avid drinkers, 


refers to the global boom in gin sales - 
and this is boosting beverage specialist 
Halewood International, whose portfolio 
includes the Whitley Neill brand 

“Our gin portfolio has benefited from 
the category's star performance, and 
within that, Whitley Neill has emerged 
as our star product” says Simon Roffe, 
Managing Director, Global Travel Retail, 
Halewood Wines and Spirits. 

Whitley Neill is carving its own path, 
Still one of the younger contenders on 
the market, launched in 2005 in London, 
the gin is acquiring a global following. 
Halewood Wines & Spirits, the UK-based 
owner of Whitley Neill, is focused on 
promoting the roll-out of the gin in global 
travel retail, both in terms of securing 
the new listing opportunities arising in 
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the Americas and Asia Pacific, as well as 
building on the platform created in duty 
free in Europe. 

Whitley Neill has capitalized on this 
success by offering several flavor vari- 
ants such as blood orange, rhubarb & 
ginger, lemongrass & ginger, raspberry 
and quince. “Since the introduction of the 
rhubarb & ginger variant earlier in 2018, 
the thirst for such a unique brand has 
continued to grow?’ enthuses Roffe. 

Whitley Neill is actively targeting 
millennials who do not want to drink 
the old-generation gin. By offering these 
alternatives to the classic spirit, Whitley 
Neill has not only maintained its gin 
drinking audience, but has managed to 
expand it, too. 

The question is, how? “This oppor- 
tunity plays right into the consumer 
demand for authenticity and provenance, 
and this is something we believe consum- 
ers are demanding. They want to 
drink less but drink better. Clearly, 
trends such as these have trans- 
formed the gin category. We are 
planning ahead for how to replicate 
such success in other categories,” 
explains Roffe. 

Whitley Neill’ travel retail 
development plan began in Europe, 
its strongest region. It's where the 
gin boom is at its height, making 
the area a natural focus. The brand 
is expected to develop in other 
regions, and customer feedback is 
suggesting it’s on track to deliver. 

Halewood’s success has been 





a result of refocusing its portfolio 
by bringing in an artisanal brand, 
using its core strength in the UK 
domestic market and a highly 
targeted approach to driving inter- 
national growth, including travel 
retail. Says Roffe: 
brands in categories that are high 
on the consumer agenda, and the 


Ve've launched 











Lemongrass & Ginger is 
just one of the many flavor 
Variants that has fuelled 
Whitley Neil's popularity 


A 


WHITLEY WEILL 


innovation with new flavored products 
has definitely delivered incremental cat- 
egory growth.” 


Halewood is keen to invest in new brands 
and new experiences, as consumers are 
now looking for a real story behind the 
brand. Recently, Halewood acquired Dead 
Man's Fingers, a quality spiced rum with 
an authentic craft story and a modern 
vibe that makes it instantly transferable 
to a wider stage. This is just one example 
of Halewood's interest in investing in the 
right place with the right partner. 
Halewood understands the value in 
expanding its portfolio; however, the cost 
of this success must be managed. How 
does an independent brand compete with 
the major players in the duty free arena? 
“My answer has been to take a targeted 
approach,’ explains Roffe. “By sharing our 
brands’ successes and growth phenom- 
enon, adding category value is a great 
story for all. We have made real progress 
in non-airport channels. Airlines, ferry 
and cruise retail have been really success- 

















fal for us, and we are now starting to see 
the airport retailers come onboard in a 
big way” 

Whitley Neill’s success is propelled by 
quality, which has led to organic growth. 
With authenticity on its side, the spirit 
continues to be a leading contender in 
the ginaissance, particularly as the flavor 
trend grows in popularity. © 
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By WENDY MORLEY 


a 
distillery and 


drington’s The Macallan is a per- 
fect whisky for duty free, and the 
company has certainly embraced 

the channel. The Macallan is well known 

globally as an exceptional whisky, and one 


that offers a remarkable range for ever 
one from new aficionados just graduat- 





ing up to true collectors looking for an 
impressive addition to their collection 

Asa testament to its commitment 
to the channel, at last year's TFWA in 
Cannes, Edrington launched a new 
series created exclusively for travel retail 
Called “The Macallan Quest Collection.” 
the series highlights the importance of 
wood and the company’s commitment to 
sourcing the most extraordinary sherry- 
seasoned oak casks. 

A unique company in a number of 
ways, Edrington offers an interesting mix 
nal, and this 
marrying of old and new is evident in the 


between modern and tradi 





long-awaited The Macallan distillery and 
visitors’ center, finally opened this year 
after 3 1/2 years of construction. 


The new building is a radical departure 
from the aged grey stone edifice typically 
associated with a traditional Scottish 
distillery. Ironically, and in line with 

the company itself, the building is both 
ancient and ultra modern. While some 
locals might have been shocked that the 
design was so far from traditional, in fact 
it reaches back to ancient history, being 
modeled after roundhouses, or Scot- 

tish brochs ~ the building style the Celts 
brought to Iron Age Britain. 

‘The roundhouse style perfectly 
complements the rolling hills of Spey- 
side, where The Macallan is distilled 
using water from natural wells located on 
the original Easter Elchie estate. Easter 
Elchie’s house remains the first pillar of 
‘The Macallan’s famous six pillars as the 
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Crown jewel 


The Macallan, a whisky well known around the globe for its 
exceptional quality, has just opened its striking new distillery 
and visitors’ center in the hills overlooking the River Spey 






whisky’ spiritual home, and its image 
continues to appear on every bottle of The 
Macallan whisky 


whisky’s renown, this increased capacity 
will be necessary before long. 

From its humble beginnings in 1824, 
‘The Macallan has risen to become the 
leading international single malt by value 
The new distillery’s undulating roof, 
covered in wildflowers and grass, blends 
into the surrounding hills - classified as 
an “Area of Great Landscape Value” - as 
if it had arisen there along with them. 
Under that roof lies a wall of windows 
that reflects the sky and landscape, further 
adding to this visual effect. One of the 
most complicated timber roof struc- 
tures in the world, it comprises 380,000 
individual components. This breathtak- 
ing contemporary structure is the first 


and is well respected in some of the 
world’s most significant Scotch whisky 
markets. Edri 





jon is investing £500 


million (currently US$656 million) in the 
brand, of which the £140 million (cur- 
rently USSI84 million) distillery is the 


terpiece. The rest of this investment 





will go toward whisky, warehousing, and 
particularly in The Macallan’s signature 


sherry-seasoned oak casks. @ 


distillery on Speyside to be 






designed by an internationally 


acclaimed architects Rogers sh spa sigs Fora who 

bour + Partners, iad sie sniShY smal” ri 
Stirk Harbour + Partners, SIT aye Pia Una) to 
who were selected to lead the a 


project after an international 
competition 

Elgin-based Robertson 
Construction delivered the 
complex architectural des 
leading 25 contractors and 





working with approximately 
400 people specializing in 
more than 20 different trades. 








‘The project was announced in 
2012, construction began in 
December 2014, and the first 
visitors entered the doors in 
June of 2018. 


While the new building has 
understandably received the 
lion’s share of attention in 
recent months, the real story [i 
is the whisky. The new distill- 

ery will enable production of 
‘The Macallan to increase by 

a third, and considering the 
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BE Marie Brizard 


Flavor 


revolution 


Marie Brizard liqueurs have 
always been popular with 
bartenders, but the company 


wants to ‘democratize’ cocktails 


So everyone can enjoy 
great-tasting drinks without 
having to go to a nightclub 


By WENDY MORLEY 


he company Marie Brizard has 
founder bottled her first aniseed 
liqueur in 1755, eventually becoming one 
of the most well-known liquor companies 
in the world. Its liqueurs are renowned 
by bartenders, thanks to the high-quality 
ingredients and extensive list of flavors. 

‘The quality, craftsmanship and unique- 
ness of Marie Brizard liqueurs combined 
with the current cocktail culture has made 
the portfolio perfect for the millennial. 
“We source our ingredients to produce 
only the best quality liqueurs and syrups.” 
says Stanislas de Parcevaux, Group Chief 
Marketing and Digital Officer for Marie 
Brizard Wine and Spirits (MBWS). “This 
also forms part of our product innovation 
program. Our research and development 
team is continuously working to create 
extraordinary new flavors” 

‘The company's new “Essence” range, 
for example, offers flavors such as Dill, 
Ginger, Jasmine, Rosemary, Sichuan 
Pepper, Tarragon and Tea. “The sugar 
content is minimal while staying within 
the legal realms of the liqueur classifica- 
tion,” says de Parcevaux. “The Essence 
range is particularly suited to Mixology 
and Gastronomy, as the world of cocktails 
becomes ever more creative in its thirst 
for unusual flavors and ingredients” 

‘The increasing demand for low-sugar 
and natural ingredients has affected the 
entire food & beverage industry. This is 
especially challenging for liqueur com- 
panies, because of the high sugar content 
and range of flavors, But Marie Brizard 
has been creating liqueurs since 1755, long 
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Well established, in recent years MBWS has invested 
heavily in ts packaging and marketing, presenting 
the new Sobieski vodka packaging in 2017 


SOBIESKI 





before artificial flavors came into exis- 
tence, so the company has an upper hand 
in offering consumers what they want. 


Marketing investment 

In recent years, MBWS has undergone a 
major transformation. This has included 
a redesign and comprehensive market- 
ing campaign for all its liqueurs and its 
award-winning Gautier Cognac, and the 
acquisition, marketing and promotion of 
a number of other spirits brands, includ- 
ing Sobieski vodka, William Peel whisky 
and Fruits and Wine. In addition to the 





investment in marketing and design, 
MBWS has turned its attention to the 
duty free and travel retail channel. 

‘The investment in the channel is 
evident both in the company's presence 
at all the major trade events throughout 
the year ~ with increasingly impressive 
booths - and with the recent airport 
activation called: “Are you Liqueurious,” 
which used key imaging and messages, 
from the redesigned Marie Brizard 
liqueur line and marketing plan to reach 
the traveling public. 


Facing east 

It's probably not a coincidence that after 

a few years of strong efforts in duty free, 
the company is seeing strong growth in 
Asia. While the mainland China market is 
new for MBWS, its “dedication to provide 
mainstream products to middle-class 
consumers globally fits perfectly with the 
current market environment in mainland 
China?’ says de Parcevaux. “Addition- 
ally, Marie Brizard is doing particularly 
well in Taiwan, Australia and Korea. 

The relaunch of the packaging was well 
received and our partners are doing a 
great job in developing the brand” 

‘The immediate focus in the company’s 
plan to “democratize” the cocktail is to 
educate consumers on how to prepare 
easy-to-make delicious drinks at home. 
“The proliferation of cocktail bars shows 
that people would rather go out for com- 
plex cocktails, to discover new flavors and 
sensations,” says de Parcevaux. “Mean- 
while the growth of RTD cocktails proves 
that consumers seek convenience. Helping 
consumers to discover how easy it is to 
create delicious cocktails will encourage 
experimentation at home” © 





The new Marie Brizard look and marketing 
focus were brought to the traveler in its 
“Are You Liqueurious” airport activation 
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1. Don Papa Rum by Bleeding Heart Rum Company hails from the 
Philippines island of Negros. Named after the island's revolutionary 


leader, Pap Isio and the landscape, Don Papa is now present in over 


20 countries 


2. Royal Dragon Vodka will be launching a limited-edition Imperial 
Magnum bottle in two select markets. The 1,500ml bottles will be 
available exclusively in Duty Zero stores at Hong Kong I 








ational 
Airport and in Dubai Duty Free stores by the end of July 2018 
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. craft creations and the 
growing interest in wine, it’s clear the liquor category 
shows no signs of slowing down. This digital Spirits 
sue gives you a quick run-down of 
some of the exceptional standouts in travel retail 










Rum Expert 





with 20 rums and 
ruise ships 


4. Gold Bar Bottle Company, makers of Gold Bar Whiskey, launches 
d release of 





tiller’s Collection. This straight Texas bourbon 
ill be available in an updated matte black bottle in signature gold 


bar-shaped packaging 


% 


5. Treasury Wine Estates introduces Penfolds Special Bottlinas- 
Lot1990 Pot Distilled Single Batch Brandy exclusively in select travel 
retail outlets. The brandy pays homage to Penfolds’ founders and has 
been slowly maturing for nearly three decades 


6. Flor de Cafia 18 Year is an 18yo premium, full-bodied rum. This 
fifth-generation single-family estate rum from Nicar 





\gua is naturally 
aged without sugar, additives or artificial ingredients and distilled with 
100% renewable energy. Itis present in over 40 countries 


7. Camus Borderies XO Family Reserve Single Estate Cognac 
is crafted from eaux-de-vie exclusively from the Camus family estate 


Ste 
CALTON ETH 





in the Borderies 





the most sought-after district in the Cognac appel- 
lation. The product was launched in airports worldwide in early 2018 


‘8. Bottega’s Limoneino Bio is a traditional italian liquor produced 
using only organically certified ingredients. Fine-grained Femminello 
lemon peel, essential oils and organic sugars combine to create a 
refreshing liqueur 


9. Aberfeldy 1999, an 18yo single malt whisky from Bacardi's new 
Exceptional Cask Series, is a rare, one-off release, intially available 
exclusively at DFS Changi Airport, and later in the year at DFS stores 
‘at Abu Dhabi Airport, in Hawaii and North America @ 
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_. the evo ‘olving: 


° world of travel 


a Colton Baan Global Marketing 
ger, Global Travel Retail - Brown- 
an Corporation, muses upon what 

i spirits brands stand out in the 


Bet global shop window of travel retail 


By W. Colton Payne 


‘As the category continues to expand, new consumers are looking for tried and true US whiskey brands such as Woodford Reserve 





ing in travel retail. To say it has been an amazing experience 

would be an understatement. As a consumer, traveler, and 
marketer, the world of travel retail offers unique experiences, 
challenges, and opportunities. 


j na few months I will celebrate my second anniversary work- 


Over the past two years, as Global Marketing Manager for 
Brown-Forman, I've traveled to dozens of countries, visited 
numerous retail shops, met with key partners, and spent count- 
less hours analyzing and discussing the future of this unique 
and special channel. I've observed travel retail to be a complex, 
dynamic, undeniably global marketplace and a fascinating busi- 
ness environment. Its also never been clearer that the industry 
as a whole is encouraging (even demanding) change in order to 
keep up with the changing traveler. 

Travel retail is often called the “shop window to the world”. I 
believe that to be true in multiples ways. For global travelers, its 
an opportunity to discover products and brands from around 
the world. For brands, it is the only place where you have the 
opportunity to present yourself to a global audience, each with 
a different mindset, past experiences, and cultural DNA. Isa 
daunting task as a marketer, but also an exciting one. When deal- 
ing with such complexity of both competition and of consumer, 
it can be easy for a brand to try and do too much, when just the 
opposite is necessary. 
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What I've found to hold true is that people look to engage with 
authentic brands with real stories to tell. In an environment 
where travelers are bombarded by new messages and new choices 
at every turn, attention is at a premium. Many brands may be 
able to generate excitement in-store via tactics, giveaways or 
experiences, but ultimately those trademarks that hold consum- 
ers’ attention are the ones with real, authentic stories. 

Global travelers are looking to be engaged when shopping in 
duty free. In an environment where shoppers could be over- 
whelmed by choice, strong brands help guide their decisions 
and give them confidence in their purchases. During my time 
in global travel retail, I've been fortunate enough to see the shop 
window effect of the channel lead to major growth for the US 
whiskey category. 

At Brown-Forman, we look to engage travelers who may be 
new to the category by leading with our authenticity, and the 
results show this approach resonates. There is no better example 
of that than Jack Daniel's. It's amazing to see the stories of the 
people, place, and processes behind our whiskey from a tiny 








town in Tennessee connect with people around the world, over 
150 years after it was first bottled. No matter where a traveler 
picks up their bottle of Jack Daniel’, from Rio to Cape Town to 
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a 
ourne Airport” 
tells the authentie 

story of Jack Daniels 


US whiskey, which 
crafted and bottled 
Lynchburg, Tennessee 
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This summer, Brown-Forman is introducing Jack Daniet’s 
Bond 100-proof Tennessee whiskey as 3 trav 








Sydney to Moscow, we want them to know that every drop of it 
was crafted and bottled in Lynchburg, Tennessee. That authen- 
tic message has helped us make friends around the world, and 
introduce millions of people to the US whiskey category during 
the process. 

This summer, we are introducing a Jack Daniel's Bottled in 
Bond asa travel retail exclusive. It's a prime example of a product 
with a real and engaging story. The bold, 100-proof Tennes- 
see whiskey honors Jack Daniel's commitment to quality. We're 
excited to share this story with travelers as we launch the product 
in the coming months with promotions and activations in key 
outlets across the globe. 

While it's a fact that US whiskey is performing well globally, 
the bold truth is that in travel retail, Brown-Forman overwhelm- 
ingly leads the category. At the present time, our brands - Jack 
Daniel's Tennessee Whiskey, Woodford Reserve, and Old 
Forester - comprise a full two-thirds of American whiskey sold 
in travel retail. Jack Daniel's Tennessee Whiskey alone represents 
‘over 50% of the category. We're also proud to say that Jack Dan- 
iel’s is the number two trademark in travel retail and continuing 
to grow at a robust pace. 








We take pride in the fact that with even more regularity travel 
retail customers are also asking for Woodford Reserve by name. 
As the category continues to expand, new consumers are looking 
for tried and true US whiskey brands as the best representa- 

tion of what US whiskey stands for, and we're proud that our 
brands are what most consumers turn to first. We believe that by 
continuing to tell the real stories behind these brands, behind the 
people who make them, and behind the places they come from, 
welll continue to make friends around the world 

As we continue to introduce new brands to travelers in the 
channel, and grow the ones we've got, we'll follow the same 
approach. It's true blessing as a marketer to have a portfolio 
of authentic brands with real stories. Whether it is tequila Her- 
radura distilled for a 150 years at an old hacienda in Mexico, 
landia Vodka crafted from the purest glacial water, or fine single 
led by the BenRiach and Glendronach brands 
drawing on centuries of expertise, we will continue to build out 
brands anchoring on one thing ~ their authenticity. No matter 
where the travelers may come from ~ China, Russia, England, 
Argentina, or the US — it seems to be the common thread they 

all appreciate. 

So, as I near the two-year mark of my time in travel retail, I 
can confidently say that my perspective has grown and evolved. 
“The shop window to the world” has given mea unique oppor- 
tunity to appreciate other cultures, be exposed to an evolving 
retail and digital landscape, and witness the introduction of new 
brands and the resurgence of old ones. 

‘The plethora of ways in which we can connect with consum- 
ers before, during, and after their travels has exploded. The travel 
retail marketplace is evolving and changing like never before. So, 
while I'm excited for our strategies to evolve to take advantage 
of new opportunities to speak to consumers in new mediums, in 
different languages, and across different sub-channels, Tam most 
excited about utilizing them to introduce travelers around the 
world to the stories of brands I love. © 
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Patron tequila broke new ground on 
so many levels, from its return to the 
traditional tahona method of making 
aliquid rich with roasted agave 
flavors to successfully marketing a 
= prestigious ultra-premium tequila 
4 to creating a company worth US$5.1 
billion, now acquired by Bacardi 
BY WENDY MORLEY 





(Tiauitay . : ; 
ODEAGAVE J ts no secret that Patrén has had an enormous impact on the 
global tequila industry since its inception nearly 30 years ago. 
Until this prestigious brand broke onto the scene, tequila’s 





TON image outside of Mexico ranged from that of college party shot 
PATROS to nonexistent, depending on the location. By creating a truly 
superior liquid with a luxurious image, Patron brought tequila 
from frat houses to elegant lounges and fashionable parties, and 
ultimately onto the super-premium and ultra-premium spirits 
shelves in duty free shops. 


In addition to Patrén's collectors’ tins such as the Mexico and Chinese New 
Year series, the tequila is also offered in duty free-exclusive gift bags 
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TEQUILA 
PATRON 


SIMPLY Pratect 





Made for duty free 
And in this channel, the brand has seen consistently seen 
growth, even within the few challenging years following the 
duty free industry's spectacular rise. John Kilmartin, VP, 

Global Travel Retail at Patrén Spirits, says the double-digit 
growth continues: “We're continuing to see healthy growth in 
duty free. Patrén Tequila in 2017 was up +16.2% in the channel. 
And 2018, YTD through end of April we're up +18%. All regions 
are performing strongly, so we have a very positive outlook 
ahead for the remainder of 2018, barring any major geopolitical / 
economic issues.” 

‘The Americas region has always been strongest for the com- 
pany, and even with its well-established base, the region shows 
the highest growth, up +25% for its tequilas. “The region con- 
tinues to drive our business and remains a key focus for us.” says 
Kilmartin, adding that the Middle East is also beginning to show 
positive trends. “That region, along with India, will be a priority 
to develop and maximize,” he says. 








Al ometh v 
Patrén might be luxurious, but that hasn't stopped the brand 
from showing its fun side. The company has continuously 
focused efforts on offering new and interesting products and 
packages, which is especially important in travel retail. “Our 
collectors’ tins, for instance, have done particularly well in the 
channel, and we're continuing to create new and interesting ver- 
sions of those to celebrate specific regions, such as our Mexico 
series, and occasions, such as Chinese New Year.” says Kilmartin. 
“We're also very excited about our new Patrén Afejo IL limited 
edition gift offer” 


Bringing tequila beyond Mexico to the world has been a chal- 
lenging feat, and one in which Patron has been at the forefront. 
“Tequila is most definitely increasing in popularity across the 
world, led by ultra-premium brands like Patron, but the tequila 
industry still has a lot of work to do to educate people about the 
category and grow to the success levels we're seeing in North 
America.” says Kilmartin. “One way in which we're seeing 
increased growth is by attracting the attention of consumers who 
enjoy brown spirits - especially in important in markets like Asia 
Pacific and India” 

One thing going for the company in these important regions 
is the popularity of whisky. “An aged tequila, like Patron 
Reposado or Patron Afiejo, has familiar taste characteristics for 
people who drink whiskies. To help promote that, we launched 
1a successful campaign suggesting to ‘Make Your Next Whisky a 
Tequila,” says Kilmartin, 


Ih 
While Patrén’s sales continue to grow this year, the company is 
undergoing a radical change, having been acquired by Bacardi, 
with the USS5.1 billion deal cemented as of April. For the most 
part business is carrying on as usual for Patrén at the moment, 
but the suspicion is that the company’s brands will be within the 
Bacardi stand in Cannes. © 


only in what might 
O.and near the border, 
DFS in JFK airport 
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1B Oettinger Davidoff AG 


Full 


steam 
ahead 


Americas Duty Free speaks 


Oettinger Davidoff AG Senioi , 
President Europe and Global Travel 
Retail Martin Kaufmann about =~ 
what the future holds for the cigar 
company in challenging times 


By HIBAH NOOR 


ettinger Davidoff Group, with 
| sales of approximately half a 

\_ billion Swiss francs (US$504 mil- 
lion) and 3,600 employees, traces its roots 
back to 1875 and remains family-owned. 

‘The company produces, markets, 
distributes and retails premium-branded 
cigars, tobacco products and accessories. 
‘The premium-branded cigar business, 
which includes Davidoff and Camacho, 
is anchored in a strong “crop-to-shop” 
philosophy. The group has pursued 
vertical integration from the tobacco 
fields in the Dominican Republic, Hon- 
duras and Nicaragua to its worldwide 
network of over 75 Davidoff flagship 
stores that complement a global network 
of Appointed Merchants. 

Recently, Americas Duty Free inter- 
viewed Senior Vice President Europe and 
Global Travel Retail Martin Kaufmann 
about what the future holds for the brand, 
following the departure of former CEO 
Hans-Kristian Hoejsgaard, who left the 
company in 2017 after a period of rapid 
growth and brand-building innovations. 

Under the new CEO Beat Hauenstein, 
the company has streamlined its leader- 
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ship structure. As Kaufmann explains: “It 
is the duty of every new CEO to question 
its leadership structure and select his crew 
according to the demands of the market. 
‘The new organization and the new man- 
agement have been set up in order to face 
the changing market conditions” 

So how have market conditions 
changed? Kaufmann is very clear 
about the issues now facing the Swiss- 
based firm. “Overall, we are facing 
three main challenges that are currently 
getting bigger” he says. “The increasingly 
strict regulations in particular in the US 
and the European Union (FDA Deeming 
Regulations, European Tobacco Products 
Directive TPD2), price competition 
in the industry as well as rapidly 
progressing digitalization, which is not 
only challenging production but also 
distribution and sales, while also 
creating new opportunities” 


Davidoff is reviewing all its business pro- 
cesses. As well as aiming to set up a suit- 
able organization with adjusted processes, 
the new international leadership will 









help to leverage brand knowledge across 

the globe, according to Kaufmann. “This 

includes identifying and anticipating 
our customers’ demands ~ which is and 
will be a key factor for efficient product 
development.” 

‘The company's corporate strategy will 
not change, he stresses, and a new Way 
Forward “transformation program” has 
just started. This program consists in 
reviewing all processes, paying special 
attention to the following topics: 

+ To further strengthen its leadership 
position in core business; 

+ Continue to develop and market 
premium cigars with its main brands 
Davidoff and Camacho; 

+ To maintain and consolidate its inde- 
pendence as a family company over 
the long term; 

+ To generate social responsibility and 
stable income; 

+ Perfection of the production chain; 

+ Master the challenges of the cigar 
market/regulations (namely TPD 2/ 
FDA) and continue to expand its 
global position. 
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50th anniversary celebrations 

2017 was a good year for the group in 
travel retail, as it grew above the market, 
led by Davidoff long filler cigars, which 
enjoyed high single-digit growth due to 
the impact from new launches and recent 
introductions from the last two years. 

In addition, the company has been 
focusing on better trained Brand Ambas- 
sadors via the Davidoff Academy. 

Highlights of the year included suc- 
cessful new openings such as at Paris 
Charles de Gaulle Airport, and a travel 
retail market that it saw recovering. 

As for emerging markets, “significant” 
growth is to be expected in China, Russia, 
Latin America and in US travel retail, 
he adds. 

‘Turning to the subject of innovation, 
Kaufmann says: “For Davidoff, innovation 
means to deliver new taste experiences 
and stimulate the senses. In the past, 
we've asked our Master Blenders to create 
the complex character of the Winston 
Churchill, the intrigue of nights in Rio for 
Escurio, and the spice and heat in Nica- 
ragua. It’s not about crafting an origin, 
but crafting diverse experiences. We mix 
and blend to create something new, in the 
same way as chefs and taste pioneers like 
Alain Ducasse” 


Recent examples of innovation are 
manifold, as Kaufmann explains: “This is 
a very special year for us. We look back 
with pride on 50 years of creating excep- 
tional, original cigars and accessories, 
but more importantly, we look forward 
with a great sense of exhilaration to new, 
unknown horizons that will bring excit- 
ing, undiscovered experiences for those 
who love cigars. 

“We are celebrating our 50th anni- 
versary with a series of events, as well as 
specially commissioned cigars and acces- 
sories that reflect the continued philoso- 
phy of enabling our customers to taste the 
wider world,” he enthuses. 

‘As part of the celebrations and for a 
limited time, a selection of five iconic 
Davidoff cigars will carry a commemora- 
tive 50th anniversary white ring, inspired 
by the original white ring that first graced 
creations such as the Ambassadrice, the 
No. 1 and No. 2 back in 1968. The blends 
of these exceptional and highly acclaimed 
cigars will remain unchanged, according 
to Kaufmann. 

‘The five iconic cigars are Davidoff 
Signature No. 2, Davidoff Signature 2000, 
Davidoff Aniversario Special R, Davidoff 
Aniversario No. 3 and Davidoff Aniver- 
sario Entreacto, which will all carry the 





commemorative Davidoff 50th anniver- 
sary main ring. They were introduced 

at Davidoff depositaries and Davidoff 
flagship stores in the first quarter of 2018. 
After Davidof’s 50th anniversary year, 
the cigars will go back to their original 
white ring. 

Also, following the “instant and over- 
whelming success amongst aficionados 
all over the world’, Davidoff Cigars is set 
to bring back the popular 702 Series with 
additional formats of 702 Series Grand 
Cru Robusto and Aniversario Short Per- 
fecto, thereby expanding the range. 

‘The 702 Series has been a global suc- 
cess due to its unique 702 “Habano” wrap- 
per, created by the company’s agronomists 
and grown exclusively for the brand at the 
Finca San Juan, in the Ecuadorian prov- 
ince of Cotopaxi. The nutrient rich soil, 
containing ash from the famous active 
volcano of the same name, and the persis- 
tent blanket of cloud characteristic of the 
region, offer the perfect growing condi- 
tions that result in the rich and intense 
wrapper leaves with a silky texture, 

With these continued innovations 
under its belt, the Davidoff brand looks 
set for further stellar growth. © 
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i South Africa Wine Report 


CHDERAERG 


Pith the massive influx in 
international travel, it is only 
natural that travelers will 


discover one of South Africa's most ambi 





tious exports — its wine. Travelers tend 
to be drawn to its authentic and vibrant 
diversity. The coastal climate of the region 
allows for full-bodied reds and bright, 
acidic whites. 

Although no newcomer to winemak 


jouth Africa is considered a New 





ing. 
World wine, or a wine that is grown 
outside of the traditional regions such 
as Europe. This new wave of interest in 
South Africa's hidden gem is stealthily 
becoming a top contender in duty free. 
Perhaps one of the most recognized 
names synonymous with South African 
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The world is taking note of the high quality wine 


pouring out of South Afri 
the International Wine 
partner: 


helped legitimize the dive 


wine in travel retail is supplier Diverse 
Flavours. Anthony Budd, Managing 
Director, has been rigorously working to 
increase South Africa's wine footprint in 
the channel. “When we started promot 
ing South African wines in global travel 
retail years ago, there were very few 
listings for South African wines outside 
of some European airports and airlines. 
Today, you can find South African wine 
in airport duty free shops from London to 
Singapore, Taipei to Lagos to Cape Town, 
Dubai to Bangkok” says Budd. 

He also highlights the importance of 
food and drink and the important role it 
plays in travel. Consumers are willing to 
experiment more to find a new favorite 


He continues: “Airlines are very experi- 





1. Recognition from 
pirit Competition and 


hips with the world’s top 10 airlines have 


ity, quality and demand 





enced in finding the perfect wines to meet 
their traveling consumers’ needs and to 
maintain their loyalty. Not just for the 
regular frequent business travel 
for the many first time trav 
Travelers can now find South African 
wines listed on the world’s top 10 airlines 


but also 








in both Business and Economy Class. 
Luke Mag 
Travel Retail, Distell, also reiterates the 





anaging Director Global 


excitement about the growing popularity 
of South African wines in travel retail and 
the positive development for the coun- 
try’s winegrowers, including Distell. “In 
recent years, South African wines have 
been receiving top awards in respected 
global wine competitions and high marks 
from serious wine writers and critics. 

Of course, Distell wines have been front 


and center in earning these accolades. 





Not long ago, our Nederburg Vineyard 
outside of Cape Town was named South 
African Wine Producer of the Year by the 
UK-based International Wine & Spirit 
Competition. Given the high quality of 
wines coming out of South Africa, these 
are high achievements.” 


‘The term Old World and New World 
refers to its geographic location. While 
Old World wines come from traditional 
European regions, New World refers to all 
other regions like South Africa, Califor- 
nia and Australia, to name a few. Due to 
the warmer climates of the New World 
regions, the grapes grown here yield riper, 





-FABIOGUIDONI- 


i South Africa Wine Report 


full-bodied and fruitier wines. 

South African wines are known for 
their diversity, which makes them ideal 
to experiment with and experience new 
tastes, Budd notes: “There is huge diver- 
sity across the regions, and within grape 
varieties. The wines are not uniform in 
taste - there is a different experience with 
every wine” 

Maga explains that Distell winemakers 
are less constrained by traditional prac- 
tices and have a greater licence to experi- 
ment. “Due to climate and soil composi- 
tion, the wines of the Distell portfolio are 
generally richer and more full-bodied 
than their Old World counterparts. We 
find our winemaker's fresh approach to 
winemaking results in wines that have 
considerable appeal to international 
travelers, who are often adventurous in 
their approach to travel and looking for 
something different from what they have 
at home;" emphasizes Maga 

Retailers are adapting to this growing 
interest in consumers’ interest in South 
African wine. Dubai Duty Free is one of 
the biggest purchasers of South African 
wines, Saba Tahir, Senior Vice President 
Purchasing, Dubai Duty Free, says: “South 
Africa is a diverse region which gives an 








alternative choice to consumers, a st 
which is definitely different from the Old 
World. This can be particularly seen in 
varieties such as Chenin Blanc which 
originally came from the Loire Valley [in 
France], but has literally found a second 
home in South Africa, and it is now one of 


Avondale wine estate in South Africa employs Jontys Ducks to 
naturally eradicate snails and other pests inthe vineyards 


‘Concourse A at Dubai Duty 
Free features a diverse 
‘range of South African wine 


the country’s most widely planted grapes. 
South African wines bring a superior 
value for money without comprising 
the quality 








Communicating value 
South African wines appeal to both seri- 
ous wine aficionados and people that are 
willing to explore. Maga adds that they 
are consumers looking for something new 
and different, and with a solid reputation 
for high quality and taste 

At Dubai Duty Free, Tahir breaks 
down the wine purchasers at her location. 
In Arrivals, South African and British 
passengers are major buyers for price 
points between US$20 and US$40, while 
Subcontinent and GCC passengers are 
bigger buyers at price points ranging from 
USSIS to USSI7. Departures differ, with 
Subcontinent (30%) and Asian (25%) 
being the major buyers. 

Tahir continues: “South Africa is 
ranked sixth with 6.32% share in the 
Dubai Duty Fre 





for money 














overall wine portfolio. 



















‘There has been a gradual positive devel- 
‘opment and interest by consumers due to 
the price point of USSI5 to US$20, which 
falls under the average sweet spot for the 
consumers at Dubai Duty Free. Our strat- 
egy has been to continue listing premium 
wines from boutique wineries that would 
showcase the quality and complexity of 
South African wine to the world” 

South Africa has experienced a 
drought the last three years with promis- 
ing hopes of rains to come this winter. 
Budd notes that the drought impacted the 
earlier 2018 harvest, which is down 15% to 
220,920 tonnes, equating to 948.3 million 
liters or an average of 777 litres per ton 





of grapes. Overall, producers are saying 
2018 vintages will result in premium, high 
quality wine. The dry weather has led to 
healthy vines, with no or few pests, and 
no disease. The berries were smaller than 
usual, leading to a smaller tonnage, but 
the berries are a good color with strong 
flavor intensity. “There will be a shortage 
of certain wines from certain regions and 
when this shortage is added to increased 
production costs, increased material costs, 
high South African inflation, and rising 
wage costs, there will be an impact on 
costs, so prices will rise?” reveals Budd. 

‘The bottom line is that South African 
wine is a great answer for those seek- 
ing high quality, unique products at an 
achievable price point. Retailers and 
distributors alike are unanimous in their 
desire to communicate the great value 
wine drinkers are receiving when pur- 
chasing South African wines. © 
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Bl Diageo Global Travel 


In his 
shoes 


Diageo and Delhi Duty 
Free celebrate 110 
years of the Johnnie 
Walker Striding Man 


By MARY JANE PITTILLA 


iageo Global Travel and Delhi 
Duty Free have collaborated 
on an installation marking 10 


years of the Johnnie Walker brand's 
Striding Man. 

Designed in 1908 on the back of a 
menu card by cartoonist Tom Browne, the 
Striding Man was inspired by the brand’s 
founder, John Walker, as a tribute to his 
drive and vision 

‘The one-of-a-kind installation, situated 
in Delhi Duty F 
travelers through a visual history of the 
brand's most iconic campaigns, products 
and partnerships. 

Cristina Carmueja, Head of Whiskeys, 
Diageo Global ‘Travel, said: “This celebra- 
tory retail installation is designed to truly 
¢ travelers in the proud history 
of the Striding Man. Since its creation 
in 1908, this iconic symbol has become 
one of the most well-known brand icons 
in the world. It's come to be more than, 





-e’s entrance hall, leads 





immer 
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The Strding Man was inspired by the brand's founder, John Walker, as a tribute to his drive and vision 


just a logo but rather a focal point for the 
brand’s progressive philosophy. 

“This is a philosophy embodied by our 
partners Delhi Duty Free, which made 
celebrating this anniversary an obvious 








choice. This experience is the first of its 
kind in duty free, and we are delighted to 
be able to share the fantastic story of the 
Striding Man with an audience of whisky 
lovers and travelers passing through 
Delhi Airport. 

“The display also captures the recent 
launch of Johnnie Walker Blenders’ 
Batch Sherry Cask Finish alongside a 
range of our other impactful Johnnie 
Walker activations” 








Ashish Chopra, COO, Delhi Duty Free, 
said: “Over 19 million passengers travel 
through Delhi Airport each year [Source: 
DDFS internal passenger count data} 
Bringing to life the journey of the Striding 
Man as it evolved through the years has a 











real resonance with the progressive travel- 
ers in India. 

“It’s not just the story that's important. 
We need to engage, excite and educate 





our customers. This new Johnnie Walker 
brand experience does just that. It’ a fan- 
tastic addition to our offering and a fitting 
tribute to a true icon of the drinks world 

‘The anniversary celebration will be live 
until August 31, 2018. @ 
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Monamg has added the iconic C 
ddue to the hu 
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ogy”: _ ° 
Monarq’s fast track to growth 
Independent distribution.and marketing specialist 
Monarg has taken on a number of new brands 


in its bid to stay ahead of the curve 
by MARY JANE PITTILLA 





xciting times are ahead for 
E Monarq, the fast-growing, inde- 
pendent distribution and mar- 
keting company operating across Latin 
America, the Caribbean and US duty free. 

In recent product news, Monarq has 
extended its distribution partnership with 
Zamora Company to cover the US duty 
free and Caribbean markets. Zamora is 
mostly known for its iconic brands Licor 
43, Villa Massa and Ramon Bilbao, and 
it recently purchased Yellow Rose, Lolea 
and Martin Miller's. 

“We have been working with Zamora 
in Central America for the past three 
years, which proved to be a successful 
and fruitful partnership” says Robert de 
Monchy, who founded Monarq Group 
in 2006. 

In addition, Monarq has recently 
added the iconic Cocchi Vermouth and 
super-premium Single Estate Tequila 
Ocho to its family of brands. De Monchy 
explains: “There is an increasing demand 
for vermouth due to the huge popularity 
of pre-Prohibition cocktails. Tequila Ocho 
is the most popular tequila amongst top 
bartenders worldwide.” 

In line with the overall drinks trend 
toward niche brands, Monarq also 
welcomed to its portfolio St George 
Spirits, artisan distillers since 1982 from 
‘Alameda, California, well known for 
specialty gins such as Terroir and Bota- 


40 SPIRITS & TOBACCO JULY 2018 


nivore Gin. Monarq represents St George 
in Caribbean and Mexico duty free and 
domestic markets. 


Expanding in the 
cruise ship channel 
‘Some time ago, de Monchy made the stra- 
tegic decision to strengthen Monargs beer 
business, hence the addition of Brooklyn 
Brewery to the portfolio. 

De Monchy explains that the com- 
pany's strategy remains its single focus 
on alcoholic beverages and mixers. “In 
the spirits portfolio we recently said 
farewell to a number of brands that either 
overlapped with others and/or were, 
unfortunately, not performing up to our 
expectations. Within spirits and wines we 
have become very selective, since we have 
strong representations in each of the exist- 
ing relevant categories. We are, however, 
always looking for the next new thing, 
staying ahead of the trend. We signed up 
with a number of New World single malt 
whiskies from Japan and India some 
years ago.” 

Monarq is expanding in US duty free, 
particularly on cruise ships, which it 
is supplying through its shipchandling 
partners in the US. In South America, the 
company has an increased focus on the 
Brazil border stores and is keeping a close 
eye on the recent developments on the 
Brazilian side of the borders. 


toits portfolio, 
ibition cocktails 







De Monchy recently strengthened the 
team with two “fantastic and talented” 
industry professionals. The new Inter- 
national Marketing Manager, Nicoline 
van Woerkum, has 10 years’ experience 

in both marketing and in the Americas. 
Melinda Gracia-Gomez has joined the 
‘Miami team, being responsible for US 
duty free within the company. Gracia- 
Gomez has more than 20 years experience 
in the duty free cruise ship channel. 

De Monchy is crystal-clear about 
Monarq’s USP in the travel retail industry. 
“We are an independent regional import, 
distribution and marketing company - 

a reliable one-stop-shop for both suppliers 
and distributors/duty free operators in 

US duty free and Latin America and 
Caribbean domestic and duty free mar- 
kets. We carry a portfolio of leading and, 
mostly, innovative premium alcoholic 
beverage brands and strive to offer top- 
level service to each of our partners. We 
have no plans to expand beyond this terri- 
tory, nor to enter other categories. We stay 
focused and want to be the best in what 
we are doing” © 
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I Treasury Wine Estates 


Re : 


Tr casury W ine Estates 


uncorks the wine categor 


Seeking to define itself as the only truly global wine company, 
Treasury Wine Estates reveals how it is achieving this aim sy sas rvat 


ine has always had a relatively 
limited presence in duty free. 
Treasury Wine Estates recog- 


nized there was an opportunity to take on 
this category at full throttle. The question 
was, how would the company go about it? 
“Primarily, we did the first-ever con- 

sumer research in multiple airports across 
the world so we could get a better under- 
standing of what consumers were seeking 
and how we could drive the category as a 
whole?’ explains Barry Galloway, General 
Manager of Global Travel Retail, Trea- 
sury Wine Estates, “Our concept is really 





around if we can grow the category and 
really be at the forefront of that, we can 
start to change our business within the 
channel, Everything we did was based 
around this, so it was category- and 
insight-led” 

‘Treasury Wine Estates differentiates 
itself from other distributors by having 
a global presence, not just operating in 
one market. Although only present in 
duty free for four years, its portfolio is 
overflowing with stellar brands such as, 
Beringer, Wolf Blass, Sterling and 
Penfolds. 

“Our research told us that 52% of 
travelers drink champagne and wine 
domestically, therefore, we thought that 
represented an opportunity in convert- 
ing this ‘home market’ behaviour into 
Travel Retail. We quantified it and worked 
together to make it more of a destination? 
says Galloway. 
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Premium wine store 
Overall, the wine category continues to 
grow in travel retail, which is partly the 
result of Treasury Wine Estates’ portfo- 
lio optimization and its strong focus on 
unlocking growth in New World wine 
countries such as America. In addition, the 
company’s new premium French brand, 
Maison de Grand Esprit, is also launching 
in the travel retail channel later this year. 
Australia is a key region for the firm, 
given that it’s the home market for leading 
brands Penfolds and Wolf Blass. Asia also 
remains a priority, as the region is a 
growth opportunity. 
Last year, Treasury Wine Estates 
launched its first tech-forward premium 
wine store at Melbourne International 
Airport, which contains an enomatic wine 
machine and an interactive tasting table, 
along with limited editions and a range of 
high-end Penfolds, Wolf Blass and Wynns 
Coonawarra Estate wines. This premium 
wine store, with its many innovative fea- 
tures, aims to give customers a distinctive 
and engaging in-store experience. 
‘Treasury Wine Estates has actively 
introduced technology to enhance the 
shopper engagement and experience with 
its brands, including “interactive tables” 
on Penfolds in Melbourne and Sydn. 
and most recently it also introduced Hype 
Boxes into Wall Bays for its Wolf Blass 
brand to interact with consumers. 








Simplifying the selection process 
Limited editions and travel retail exclu- 
sives continue to be key purchase drivers 





in the channel. To this end, Treasury 
Wine Estates will launch its Brand 
Ambassador Program by September this 
year, which focuses on ensuring promot- 
ers posses the knowledge and ability to 
drive conversion 

To help consumers identify quality 
effortlessly, Treasury Wine Estates has 
introduced the 90+ Point Club ~ a curated 





collection of wines from the group's 
brands rated 90-points or higher by glob- 
ally recognized wine critics and publica- 
tions Wine Spectator, Robert Parker's 
Wine Advocate, Wine Enthusiast, Wine & 
Spirits and James Halliday. The platform 
is based on the insight that critics’ recom- 
mendations are key influencers in luxury 
wine buyers’ purchase decisions. 

Treasury Wine Estates also acknowl- 
edges the importance of meeting the 
needs of the emerging middle-class 
traveler, with a focus on providing acces- 
sible luxury, ensuring its key brands offer 
a range of price points, from entry-level 
to luxury. 

“The idea is to simplify the over- 
whelming choices that can prevent sales.” 
explains Galloway. This enables the 
stronger selling brands to have higher 
stock weight, shelf visibility and, most 
importantly, improve stock turns 

Treasury Wine Estates is certainly 
changing the wine game in travel retail, 
and Galloway shares this optimism. “We 
have an awesome portfolio of brands. We 
have great people. We are doing well as a 
business financially, and we've just begun” 
he enthuses. © 













HAVE WE MET? 


ARMAGNAC DE MONTAL VSOP 

“This is delightfully delicate as far as Armagnac goes 

From an excellent producer thar’s been around since the 

[7th century, it’s juicy and redolent of sweet stone fruit, apple, 
orange peel and brown sugar, with penetrating warmth 
underscored by baking spices and brown butter.” 


Beppi Crosariol 
The Globe and Mail 





MEET THE FAMILY 





Pictured above 1987, XO, Hors d’Age, 1997 and VS. 
Also available Blanche d’Armagnac and older vintages 
starting from 1893, Good taste runs in the family. 





Armagnac de Montal 
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BH Agio Cigars 


AGIO 


is a smoking success 


Dutch cigar brand Agio proves it’s 
no slouch when it comes to global 
expansion and brand building 


The Balmoral Domi 
Collection 25 wa 






By JAS RYAT 


ollowing the success of Agio 
(= Cigars’ Balmoral Afiejo XO hand- 
made cigar range at the TFWA 
World Exhibition in Cannes, the firm 
took the opportunity at the Sing 
show to highlight the gift box, allowing 
it to drive brand awareness and build a 





apore 


stronger foundation in the region. 
Asia is proving to be a stron 
for the Dutch cigar maker as it continues 


region 





to strengthen relationships with operators. 
The proof is with the constant rotating 
product within the stores. “We do very 
well in Malaysia” says Gertrude Storm- 
ink, Global Travel Retail Manager, Agio 
Cigars. “They are already ordering the 
product for the second time, so it’s doing 
very well there. Normally in a humidor 
you have to display many brands. As 
Balmoral is in the humidor, 
consumers may have to get used to the 


ne 





brand. But it’s rotating without activation.” 


Agio recently made the decision to 
offer smaller, travel-friendly cigar packs 
in a humidor format to maintain the 
flavor and freshne: 
ss with Balmoral began with 
the Balmoral Dominica 12s gift box, 





of the product. 
“Our succe 





the Balmoral Private Collection 25 with 
its distinctive lacquered wooden box 
presentation and our travel retail-friendly 
five-pack. Based on this, we decided that 
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to success in 





it was time for us to go into the humidor.” 
explains Stormink. 

‘The brand has listings at Kuala Lumpur 
airport (with Eraman and Dimensi), both 
of which carry the Balmoral Aftejo XO 
Travel Exclusive 

Stormink cites the importance of these 
relationships with operators as they are 
the frontline representing Agio. “The 
product is wonderfully displayed and 
they have excellent staff that are able to 





talk to the consumers directly. This gets 
consumers coming back every time when 
they travel to airports,” says Stormink. She 
continues: “For me, that is a really good 
way to monitor the sales and to see if it’s 
working well. We can do promotions with 
them and go in and train the staff. Now 
we are introducing the staff to the humi- 
dor, so that is slightly new.” 

Agio also has its eyes set on China 





ear with big projects 
planned in Hong Kong, Beijing and 
Shanghai. The goal is to expand into all 
Chinese airports as the market presents 
a huge opportunity for the brand. This is 
expected to increase brand awareness in 
the area, resulting in higher sales. Agio 
is already listed with Sunrise/CDFG 
in China. 

Chinese New Year continues to 
contribute to Agio’s growing sales. The 





Balmoral Dominican Selection is a Private 
ticks that is offered in 
beautiful packaging with a carrier bag to 
help travelers. The cigars are presented in 
gold and red packaging and are designed 


Collection of 


to make a great gift for the season. 


Doubling in Dubai 
Dubai has also been good for Agio. The 
brand has seen double-digit growth in 

the country thanks to rising demand. The 
company continues to partner with the 
airport operators for activations as they 
are performing well with the Balmoral 
Afiejo XO range. Agio has also invested in 
a Brand Ambassador who maintains the 
humidor and manages sales. The brand 

is soon starting a promotion in Dubai 
consisting of a GWP, whereby customers 
spending USS50 or more would rec 





ive 
a cigar etui made to protect any size of 
Balmoral 
The key this year is to be a well- 
recognized brand by securing listings, 
increasing distribution and becoming a 
globally recognized brand synonymous 
with high quality cigars and appealing 
travel retail concepts. All these factors will 


ars. 








potentially protect the brand with labeling 
restrictions on the horizon. Looming talks 
of plain packaging with health warnings 
may hinder the potential buyer. However, 
Stormink feels by establishing its posi- 
tioning within the top five brands offered 
by retailers, Agio should be able to head 
off this challenge. 

Agio is coming with the right product 
backed by high quality and solid position- 
ing, Stormink optimistically concludes: 
“People still want to enjoy cigars; it may 
just be about readjusting the message 
about the great things Balmoral has 
to offer” @ 
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i Russian Standard 
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Q 





years 


and counting 


Russian Standard vodka marks 20th anniversary 


Iwenty years ago, on July 17, 1998, 

the first Russian premium vodka 

I in modern history was launched 
by the Russian Standard Vodka company. 

Russian Standard is the founder of the 
premium vodka segment in Russia and 
has been a market leader since 1998, with 
a significant market share of over 30%. 

‘The brand continues to grow in its 
domestic market, increasing the sales 
volume by 20% in 2017 and 4% in QU 2018 
‘compared to the previous year. 

Russian Standard is the number one 
vodka exporter from Russia. The brand's 
global presence has increased from 26 
countries in 2006 to over 80 countries 
in 2018, 

In one of Russian Standard’s big- 
gest markets, travel retail, the portfolio 
is available in over 1,000 international 
airports. Russian Standard sales volumes 
increased to 3.4 million nine-liter cases in 
2017 and the brand has risen to 16th place 
‘among the world’s best-selling vodka 
brands (source: Drinks International). 

In the UK, it is now the second biggest 
vodka brand. 

Roustam Tariko, Founder and Chair- 
man of the Board of Directors, Rus- 
sian Standard Holding, said: “When we 
Jaunched Russian Standard in the crisis 
year of 1998, few believed in the success of 
the concept of high-quality Russian pre- 
mium vodka. However, we did not listen. 
to anyone and continued to work. 
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“After only two years, the production 
volume of Russian Standard exceeded 
100,000 nine-liter cases, and soon the 
brand outperformed all imported pre- 
mium vodkas in the country and entered 
foreign markets. Today, Russian Standard 
became the icon of our country, one of 
the most famous Russian brands in the 
world: ‘if it's Russian vodka, then it's Rus- 
sian Standard: 

“In the 20 years of the brand's exis- 
tence, we have produced over 300 million 
liters of Russian Standard for enthusi- 
asts of quality Russian vodka across all 
continents. I am sincerely proud of the 
successes achieved and I want to thank 
everyone who has participated and is still 
participating in the creation and develop- 
ment of this truly unique brand with a 
20-year history.” 

Russian Standard remains the only 
global Russian consumer brand that has 
received numerous prestigious interna- 
tional awards every year, including gold 
medals at prestigious tasting competi- 
tions, including: International Spirits 
Challenge (2018), The Grocer Drink 
Awards (2017), The Spirits Business Vodka 
Masters (2016, 2014), Ultimate Spirits 
Challenge (2015), and Best Vodka 
(2010, 2011, 2013). 

‘The dramatic bottle design, inspired by 
the Ivan the Great Bell Tower in Moscow, 
evokes Russias imperial past. 

Since 1998, the bottle has undergone 








1 Russian STAWDARD 
VODK 


five design changes to evolve and progress 
its premium look and feel. 

Russian Standard Vodka is the only 
producer of premium vodka in Russia 
that has complete control over all stages of 
production, from grain to drop. 

Russian Standard brands are produced 
at the most advanced premium vodka dis- 
tillery in Russia, located in St Petersburg, 
using only the finest ingredients including 
water of glacial origin from Lake Ladoga 
and selected winter wheat from the Rus- 
sian Chernozem region. 

Grade Lux spirit of the highest quality 
is produced at the company’s own spirit 
distillery in the Republic of Tatarstan and 
exceeds the EU requirements for cleanli- 
ness by 100 times. @ 


Pernod Ricard Hl 


Ballantine’s 


looks to Seoul for Korean airport exclusive 


Pernod Ricard 
Ballantine’s 17 Y 








Ballantine's 17 Year Old Seoul Limited Edition is available 
exclusively in South Korean travel retail stores 





the second best-selling 


allantine' 
Scotch w 
transformed its signature 17 Year 


y in the world, has 
Old expression into a stunning interpreta- 
tion inspired by South Korea’s bustling 
capital, Seoul. 

Launching exclusively in the country’s 
airports in June 2018, Pernod Ricard 
Global Travel Retail has marked the Seoul 
Limited Edition with a variety of activa- 
tions, including personalization services 
and tasting sessions. 

Created by Ballantine’ Master Blender 
Sandy Hyslop, the new whisky echoes 
Hyslops experience of the vibrancy of 
Seoul, while nodding to the original and 
iconic Ballantine's 17 Year Old. 











dbal Travel Retail has brought to life its new 
ar Old Seoul Limited Edition Scotch whisky 
with major airport activations and social media 


ey HIBAH NOOR 


With signature honeyed sweetness and 
indulgent vanilla flavors that contrast with 
a layer of fresh, effervescent citrus and 
subtle spice, the Seoul Limited Edition 

is described as an elegant and delicate 
expression designed to offer Ballantine's 
fans a fresh perspective of the blend. 


Brought to life on social media 
Rising South Korean artist Jieun Park 
was commissioned to craft a work of art 
for the bottle’s design. Responding to the 
complex and multi-layered expression, 
Park used bold calligraphic strokes and 
intricate colorful painting to depict the 
vivid landscape of her home city. 

To entice travelers to seek out the 
whisky, Pernod Ricard Global Travel 











Ballantine's has 
marked the Seoul 
Limited Edition 
with a varie 
activations, including 
personalization 
services and 
tasting sessions 





Retail brought the new launch to life 
across Facebook, Naver and Korean app, 
Syrup. Those visiting the dedicated micro- 
site, Travelwithballantines.com, could dis- 
cover how to claim two exclusive Speyside 
tasting glasses with each purchase they 
make in-store. 

Throughout the months of June and 
July, travelers to Seoul Incheon Airport 
also have access to a talented in-store cal- 
ligraphe 
ized messages to accompany the purchase 











creating bespoke and personal- 


of the new release. 
Ballantine's 17 Year Old Seoul Limited 
Edition is available now exclusively in 
South Korean travel retail stores 
‘The brand uses the social media 
hashtag @ballantines. © 













of 


Rising South Korean 
artist Jieun Park 
crafted a work of 
art for the bottle's 
design, using 

bold calligraphic 
strokes and intricate 
colorful painting 
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i KT international 


t’s just 
better, 
Says KT 
International 


A raft of new product developments 
for both male and female consumers 
in the travel retail market is 

buoying KT International 


BY HIBAH NOOR 


an accessible price. These are the 

two abiding principles by which KT 
International operates its flourishing 
cigarette business. 

New developments for duty free 
include the Corset Shell Pack format, 
which was introduced to travel retail a 
year ago. The company says it’s the only 
pack in the world with this type of front- 
opening presentation. “We're the only 
manufacturer in the world with the Shell 
Pack format,” asserts Stuart Buchanan, 
Marketing Director, KT International. “It 
took around two years to develop with an 
Italian machine partner. For us, this has 
become an integral part of our innovation 
in terms of packaging” 

‘The product has garnered “exception- 
ally good” feedback wherever it has been 
shown. “It's well-liked because it’s so dif- 
ferent and unique,” he continues. 

Its purpose is twofold. Firstly, women, 
particularly in Asia want something a 
bit different, “not your run-of-the mill 
kingsize cigarette. It's slim cigarette in a 
unique, feminine format,” he says. 

‘A few months after exhibiting the 
product at the TEWA Asia Pacific show 
in May 2018, KT International will launch 
a double capsule version, in mint and 
blueberry flavors, in the same Shell 
Pack format. 

‘The Shell Pack sits at the upper-mid to 


1] nnovation and consumer value at 





premium price point, not super-premium, 


for a reason. “We've noticed that women 
consumers in particular are becoming 
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price-conscious. All of our core brands 
have a price to value ratio that offers 
more consumer value at an accessible 
price; far better than anything else on 
the market” 

‘The Corset brand is available in some 
40 countries worldwide. Distribution is 
selective, and the firm aims to identify 
the right trade partners to carry it. “We're 
very selective, to ensure they can distrib- 
ute and activate the brand properly.” 
says Buchanan. 

Meanwhile, as the two-filter format 
grows in popularity worldwide, KT 
International offers The King Centrio 
range - described as a mid-price cigarette 
aimed at the “more technological driven 
generation — for adult consumers who 
don’t want traditional brands, people who 
want innovation. This brand has a more 
masculine target customer. “It's about 
innovation filtration technology, and is 
starting to roll out now. We've received 
very positive feedback, as the packaging 
is modern and the price to value ratio is 
equally good” 


KT Intemational is the 
‘only company that offers 
the Corset shell pack 
format with this type of 
front-opening presentation 


In other product news, the upgraded 
Falcon premium brand was launched 
internationally a month after the Singa- 
pore show. The company tested it in one 
domestic market in Europe, followed 

by global rollout over 6-8 months. This 
product is based on a simple philosophy: 
“Its just better’. 

Buchanan is confident of the Falcon 
brand's potential. “Premium brands 
around the world have become main- 
stream - very little out there stands for 
individuality. With Falcon, from stick to 
pack, we focus on quality - is just better! 
We use imported, quality board, filtration 
and a unique tipping design. There's 
attention to detail in the total product 
ina not overly ostentatious way, 
but premium?” 

Finally, ina further innovation, 
the new generation of The King Core 
Range has arrived. Called Carbon Core 
it again offers value for money with 
charcoal activated filtration and the 
packaging is relevant for the Asian 
region, concludes Buchanan. © 
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I Whyte & Mackay 


ura’s: 


as 


s part of a major global relaunch 
of the Jura Scotch whisky brand, 
and to accelerate growth in the 


channel, Whyte & Mackay has created a 
series of high-profile promotions for its 
new Jura Sherry Cask Travel Retail Col- 
lection, starting with Gebr Heinemann. 





‘The first activation is taking place at 
Amsterdam Schiphol Airport, from June 
1 to 30 inclusive. The second event, at 
Hamburg Airport, is running from Jui 
4 to July 2 

Further promotions are scheduled 





for other key airport hubs later this year, 
including London Heathrow TS (July); 
Frankfurt Airport (August); and at Edin- 
burgh, Paris Charles de Gaulle and Dubai 
International (September) 

‘The Jura Sherry Cask Travel Retail Col- 
lection, which began rolling out globally 
in April, is the brand's first range of single 
malt Scotch whiskies that is available 





exclusively to global travelers. 

Whyte & Mackay has created a series 
of “distinctive and disruptive” promotions 
designed to engage travelers. 

‘The new promotional concept focuses 
on transporting passengers to the remote 
island of Jura, and creating a window to 
a different world that is, in line with the 
brand's global positioning, “A Long Way 
From Ordinary”, 

‘The Amsterdam activation includes an 
eye-catching visual showing the island's 
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rand-plan 


Jura brings unique island Style to travel retail in new activations 


only road, together with a repurposed 
4x4, which doubles up as a bar. 
The Hamburg Spirits Stage incorporates 
a fishing boat (cleverly adapted for stock 
holding), plus a selection of nautical props. 
Other merchandising materials, such 
as fishing nets and packing crates, aim 
to evoke the authentic atmosphere of the 





island and the resourceful community 
it supports. 

Detailed product information is 
provided on an island-shaped display, and 
passengers are being invited to taste the 
Jura Sherry Cask Collection and discover 
suitable food pairings 

Additionally, selected activations 
include traditional Scottish pub games, 
and the chance to win a waxed canvas 
backpack handmade in Scotland. 

“The launch of the Jura Sherry Cask 
Travel Retail Collection - which coincides 
with a new house style for the brand - 
highlights our long-term commitment 
to Jura within the channel,” said Whyte 
& Mackay Director Global Travel Retail 
Richard Trimby: 

“We have worked hard to create a 





series of inventive activations, with a com- 
pelling and captivating proposition, that 
are designed to appeal to both existing 
consumers and new drinkers. And there 
is plenty more innovation in the pipeline. 
This is just the first chapter of the Jura 
brand's exciting new story in travel retail” 


The Jura Sherry Cask Travel 

Retail Collection features 

+ Sound (42.5%abv): sit malt 
matured in American white oak ex- 
bourbon barrels and enhanced with a 








sweet finish from hand-selected sherry 
casks which previously held 1Syo 
Pedro Ximénez. Antique gold in color 
with aromas of hazelnuts and orange; 
caramel fudge to taste; and black forest 
fruits to finish; 

+ The Road (43.6%abv): single malt 
matured in American white oak ex- 
bourbon barrels and enhanced with a 
warm finish from hand-selected sherry 
casks which previously held 20yo 





Pedro Ximénez. Autumn gold in color 
with aromas of fresh apricots; rich cof- 
fee to taste; and cinnamon to finish; 

+ The Loch (44.5%aby): single malt 
matured in American white oak ex- 
bourbon barrels and enhanced with a 
rich finish from hand-selected sherry 
casks which previously held 30y0 
Pedro Ximénez. Mahogany gold in 
color with aromas of treacle; baked 
apple, to taste; and cracked pepper 
to finish; 

+ The Paps 19yo (45.6%aby): 19yo single 
malt matured in American white oak 
ex-bourbon barrels and enhanced with 
a complex finish from hand-selected 
sherry casks which previously held 
A0yo Pedro Ximénez. Deep mahogany 
gold in color with aromas of ginger 
cake and vanilla; spiced pear, to taste; 
roasted walnut to finish. @ 


Define Craft Mi 


craft 


Craft is a word used ubiquitously in travel retail to describe spirits, 
beers and wines. Many brands are making that bold claim and 
seeking to prove that their definition of craft is the right one. 


By JAS RYAT 


ingredients, or simply a genius marketing campaign? 


iE craft the definition of the distillation process, artisanal 
We asked industry experts for their definition of craft. 





“According to my definition, craft is very much in the eye 
of the individual buying the product. It shouldn't necessar- 
ily have anything to do with volum: 
production equipment alone. Some of the main attributes 





ze of ownership or 


” 
V 


any brand claiming to be craft should encompass are strong 
provenance, quality of ingredients used, sustainable produc- 
tion methods, point of differentiation in packaging, and 
most importantly, staying authentic and building a compel- 
ling story around it 

“For us at Wild Tiger Rum, we have all the ingredients 
to bill ourselves and market ourselves as craft, right from 
the fact that India is the origin of rum; we are India's first 
premium rum, using only fair trade ingredients; its a unique 
blend of molasses and cane juice rums; each of our bottles 
is hand-packed individually by village women; every bottle 
sports a unique tiger stripe design, just like every tiger; 
and the fact we are mindful of giving back by supporting 
women's empowerment and tiger conservation. 

“However, we chose to market it as a quirky and inno- 










vative liquor brand as opposed to jumping on the craft 
bandwagon, 

“There are way too many me-too brands out there that 
claim to be craft. There is no dearth of marketing jargon 
such as handmade, handcrafted, artisanally produced - and 
the list goes on. But the vagueness represented in this jargon 
opens the door for misinterpretation and causes confusion 
over what attributes of a spirit truly make it craft. 

“Most spirits producers want the craft definition to 
apply to their own particular methodology, but many who 
treat their business as a passion are truly the ones who also 
believe a hard line needs to be drawn in the sand” 





now dutyremagaine a SPIRITS & TOBACCO 51 


1 Define Craft 


Riidiger Behn, 





“From my perspective, craft means mostly manu- 
ally produced, thus the exact opposite of indus- 
trial production. Craft means small quantities, no 
secured quality level, and relatively expensive due to 
non-existent scale effects. Most of all, craft produc- 
tion facilities are managed by one entrepreneur who 
is driven by producing innovative or old-fashioned 
products (spirits). 

“The craft trend ~ not to say hype - seems 
to me the contra-trend to digitalization, automation 
and globalization. Simultaneously, craft is helping 
the spirits category to lose its sometimes 
negative image” 








“People often assume that craft spirits are only those brands which are 
small, regional and somewhat difficult to find. That may be true in some 
instances, but in truth, the word craft actually refers to the way in which 
the spirit is produced, You can have a small brand that calls itself craft, but 
it's made in an industrial process ~ alongside many other different labels, 
by the way. That isn't truly a craft spirit. Or conversely, take a brand like 
Patrdn tequila, which has grown to become a well-known and widely dis- 
tributed product, but still very much an artisanal craft spirit. 

“We proudly produce Patrén in very small batches, using time-honored 
traditional methods, and that has never changed since the day we started. 





‘To manage our growth, we've simply replicated our original pro 
ensure our quality and craftsmanship always remain the same, no matter 


how many batches we distill” 


ss to 








“Craft is a term that has been widely used across the years to try 
to engineer stand-out, a point of difference for a brand versus the 
mainstream, and often with a leaning towards the nature of a brand’s 
production process. Itis often translated into similar descriptors such 
as handmade, small scale, artisanal. 
t “In the case of Halewood, our whole point of difference in our offer 
©) _ tothe duty free business has been our high quality, award-winning 
premium spirits appealing to the modern consumer. From our unique 
distilleries and brands such as Whitley Neill, Marylebone Gin, the 
City of London Distillery, Aber Falls Distillery in Wales and the newly 
announced Liverpool Distillery, all our brands are recognized for their 
individuality and personality. Ifall that’s classed as craft, then long may 
f it continue. We are determined to continue on this road” © 


Exceptiona — * 


lotanicals and my 





Ing drive for perfec, 





52 SPIRITS & TOBACCO JULY 2018 


HALEYBR@@KE 


INTERNATIONAL 


BOTTEGA 
S.p.A. 


Our Partners 


LOUIS ROYER 


LABOURE-ROL 


Senta 5 
at 


PQ@GUES 


IRISH WHISKEY 





Kee) 


ALEXS:NDER 


VA DI VIT. 


JIMMY CRYSTAL 
New York 


Patrick Nilson +1 845 981 7240 p.nilson@haleybrooke.com 
Roger Thompson + 1 203 322 9691 r.thompson@haleybrooke.com 


Sales | Marketing | Consulting 


cf diverseflavours 


SUPPLYING DIVERSITY 


Cederberg, Kleinood, 88 Vineyards, Deetlefs, Avondale, Groot Constantia, Napier, Mt Vernon, Ernie Els, Delaire Graff 


Premium South 
African wines and 
Japanese Sake 


Taste and discover award-winning wines 

from South Africa and famous sake from Japan. 
To schedule a meeting, contact Anthony Budd 
at Diverse Flavours: +27 71 255 7344 
anthonybudd@diverseflavours.com 


Stand L34, Red Village 

TFWA World Exhibition & Conference 
30 September — 5 October 2018 
Cannes 


Sakuramasamune 
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